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This course motivate students to accelerate on understanding the global Korean Wave as a new type of trend, starting
up and managing the entertainment business with the effective marketing strategies and producing the pop music for
ot the global businesses. On top of this, the coursewil | encourage students to explore how to make strategic planning
JEHEA as corporatewise in the globalized society.
(1500X+OI LK)
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Based on the general understanding of popular music and music industry, improve knowledge of on-site practices
related tomusic industry/nusicbusiness (music investment, production, distribution, marketing, service
- platform, musicpublishing, copyright, accounting, contract, etc.). Learn nusic business environment through
gtwg“vmhmwwmﬂwwaMmMmmmﬂmMMHw.
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Digital convergence and the emergence of the smart era have resulted in very innovative changes in the
production, distribution and consumption stages of conterit. Especially, major content consumption groups
o2sa A have evolved into new people such as smart generation and phono sapience, and it has become difficult to
e cope with rapidly changing market environment simply by fiol lowing past successful contents and cultural
(1500K+0ILH) . - . ; ) " X
planning. Through this lecture, we will explore new and innovative methodologies of content planning
(innovation platform and service analysis, market analysis, storytelling, content consumer analysis, etc.)
in digital and smart media era. Students will be able to-rethink their capabilities as a successful content
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